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ABSTRACT

Local festivals and events are important tourist resources for a destination. They
enhance economic benefits of the host area, improve the sense of community, and
provide unique experiences to residents and tourists (Getz, 1997). Economically, tourism
itself is recognized as the largest export earner in the world and an important provider of
monetary exchange and employment, and over the last decades has sustained growth and
increased diversification of product offerings (WTO, 2004). With this broadening of the
market, various niches have emerged within the tourism sector including gay tourism.
Gay consumers are deemed to be of special interest for the tourism industry because
research shows that this population has; (1) Higher levels of education, (2) higher average
income, (3) fewer children and, (4) higher discretionary income (Guaracino, 2011).
The travel and event attendance motivations of these individuals must be
understood by practitioners in order to properly provide for them (Fodness, 1994).
General tourist motivations have been studied in depth, however there is a lack
of information relating to the motivations within the gay community to travel and attend
events. Research has shown that tourism as consumption of space is often viewed from a
heterosexual viewpoint and that most public and semi-public space is predominantly
heteronormative, which is defined as a worldview that promotes straight, or
heterosexuality, as the normal or preferred sexual orientation (Bell & Valentine, 1995;
Pritchard et al, 2000). Therefore general travel motivation research may not apply to
homosexuals or “gay events’ (Pritchard et al, 2000). This study found that sexuality does
play a part in motivations to attend events, and therefore should be accounted for by
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event managers. This study also provides insight for tourism and event providers on how
to reach the lesbian and gay market.
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CHAPTER ONE
INTRODUCTION

Tourism is frequently seen as one of the most important forces impacting the
world (WTO, 2004). Socially, tourism can immerse people in other cultures, and ways of
life, opening one’s eyes to different viewpoints (Higgins-Desbiolles, 2006).
Economically, tourism is recognized as the largest export earner in the world and an
important provider of monetary exchange and employment, and over the last decades,
tourism has sustained growth and increased diversification (WTO, 2004). Festivals and
special events have been described as the “image builders of modern tourism” (Hall,
1992: 1). Initially started for non-tourist reasons, events are becoming increasingly
important to tourism because they promote economic support, authenticity and
community cohesion (Carpenter, 1998). Events are now also seen as tools to promote
spaces as tourist destinations and to redevelop places that have lost appeal and are no
longer worthy of the “tourist gaze,” or the expectation travelers have to experience
authenticity during their travels (Markwell, 2002).
In order to understand the event tourism field, researchers have studied the
phenomenon from the demand side, as well as the supply side. On the demand side,
research has focused on who travels and why, what event tourists do, and assessing their
spending habits. Supply side studies focus more on the event itself and how it can attract
tourist, create a positive destination image, and contribute to an improvement in living
and working life of the residents (Getz, 2007).
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Although there has been considerable interest in what motivates visitors to attend
festivals, with the exception of a few, these studies have not taken into account varying
demographic identifiers. One major group that has been over looked within event
tourism studies is the gay population.
Guaracino (2011) provides us with a brief explanation of the term LGBT that
states lesbians (L) and gay men (G) are sexually and affectionally attracted to the same
sex as themselves. Gay is also often used as an umbrella term describing gay men and
lesbians. The term bisexual (B) describes an individual who may be attracted to both
sexes, while transgender (T) is the term for people whose gender identity, expression, or
behavior does not conform to that typically associated with the sex to which they were
assigned at birth. Although generally regarded as the LGBT community, this study will
focus on the travel experiences of gay men and lesbians. When self-categorizing sexual
orientation in quantitative surveys, the proportion of respondents that identify as bisexual
is invariably low for measurement purposes. However, little research has been done
specifically catered to bisexual individuals and focus is needed on this population, but
beyond the scope of this study. It should also be noted that transgender is not
synonymous with sexual orientation, but rather gender identity, so those individuals will
not be included either.
Research concerning space and events are generally heterosexist, meaning that
these are viewed through a heterosexual centric lens. Therefore general travel motivation
research does not apply to the gay community or “gay events” (Pritchard, Morgan,
Sedgley, Khan, & Jenkins, 2000). In a recent shift, destinations and attractions have set
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out to market directly to this community due to the suspected positive economic impact it
may have (Guaracino, 2007). Tourism has increasingly become involved in the
production and consumption of gay and lesbian tourist destinations, both domestically
and internationally. Events have begun to assist in the creation of “gay identities” of
many cities, which has been a key role in the production of “global gay-friendly
destinations” (Markwell, 2002).
As Hughes (2006) mentions, studying homosexuality and how it relates to tourism
practices would assist in filling in gaps in literature including the complete lack of
attention given to the multiple aspects of subjectivity of embodiment. These gaps exist
because there is a normative hetero-masculine presumption of this field of knowledge and
filling these gaps would contribute to an awareness of diversity, by creating a new lens to
look at tourism through other than they typical default heterosexual, white, middle-class
male tourist (Waitt, Markwell, & Gorman-Murray, 2008).
In order to address some of the aforementioned gaps, this study investigated what
motivates gay individuals to travel to attend the Blue Ridge Gay Pride Festival, in
Asheville, North Carolina.
Asheville, North Carolina was selected as a focus of this study because of its
status not only as a popular tourist destination, but also a popular gay friendly area.
Often referred to as the "San Francisco of the South," the 2000 census report ranked the
city 14th nationwide in the percentage of same-sex couples (Jervey, 2005). Those who
live in the area as well as those who just visit know this area as a safe place for the gay
community (PR Newswire, 2013). The city is the county seat of Buncombe County,
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whose Register of Deeds was the first government official in North Carolina to seek
approval for granting same-sex marriage licenses even though the state banned such
licenses (Blake, 2013). Within the state of North Carolina, Asheville is the smallest, and
most rural of the five cities that offer domestic partnership benefits and lists “sexual
orientation” and “gender identity” as protected classes (Frankel, 2013).

However,

unlike major metropolitans such as New York, or San Francisco, the city has not tried to
use any advertising efforts to appeal to the gay community in. Therefore, decisions to
visit Asheville are free of advertising influences.
The event began at 9 o’clock Saturday morning, October 5, 2013. Gay
individuals and allies arrived at The Corner, one of Asheville’s original gay clubs that
also hosts community events and serves as an informal hangout spot for LGBT youth.
The morning of Pride, The Corner served as the start location for the annual march.
Although not a main attraction of Blue Ridge Pride, people still use this time to take to
the streets and march from The Corner to Pack Square, Asheville’s downtown park. This
.8 mile march moved through the streets of downtown Asheville, as its participants held
signs and recited chants proclaiming their desire for equality for the LGBT community.
The march concluded at Pack Square Park, the official location of the Blue Ridge Pride
Festival. The day long festival includes musical performances, workshops geared
toward the region's LGBT community, a fair with local gay-friendly businesses, and
booths showcasing various community and statewide organizations.
The week prior to the Pride Festival, events are held around Asheville that
includes a Fun Run/Walk, a Ms. Blue Ridge Pride Pageant, and an Interfaith Ceremony
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held at Riverside Park. There are additional special events, celebrations, and parties
throughout Pride Week at various bars, restaurants, hotels and shops. The evening of
Blue Ridge Pride concludes with after-parties hosted at multiple LGBT dance clubs in
Asheville.
Purpose of Study
The Blue Ridge Gay Pride Festival has grown significantly over the past seven
years. Although there are no attendance records from 2007 or 2008, there were just 2,000
attendees in 2009, and 12,000 attendees in 2013. It is important for producers of events
to understand why people are choosing to attend their event in order to cater to the
population as well as to be able to justify the need for the event. Little is understood
about what motivates people to travel to attend the Blue Ridge Gay Pride Festival, or any
Gay Pride Festival. This study looked at the motivations for gay tourists to attend the
Blue Ridge Gay Pride Festival in Asheville, North Carolina. The study will seek out the
perspective of all festival attendees. Understanding what makes this festival in Asheville
a desirable event to travel to will help expand the motivation literature, which currently
does not account for how sexuality may influence motivations. Due to the lack of
sufficient studies on LGBT tourism motivation, this study reviewed and borrowed
foundations from Woo’s (2010) motivation between different festival products study, as
well as Clift and Forest (1998) gay men travel motivation study. This study looked at six
different motivational dimensions taken from these two studies in order to add to the
current body of literature on event tourism motivations.
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Research Questions
The following questions guided this study:
Research Question 1: Do motivations to attend the Blue Ridge Gay Pride Festival differ
for attendees based on their sexual orientation and/or residence?
Hypothesis 1A: Motivations of visitors to attend the event will significantly differ
from motivations of locals to attend the event.
Hypothesis 1B: Motivations of gay individuals to attend the event will significantly
differ from motivations of straight individuals to attend the event.
Hypothesis 1C: Motivations of gay visitors to the event will significantly differ from
motivations of gay locals to attend the event.
Research Question 2: Do motivations to attend the Blue Ridge Gay Pride Festival differ
based on the trip characteristics distance traveled and length of stay?
Hypothesis 2A: The strength of motivations for gay visitors will significantly differ
based on the distance traveled to attend the event.
Hypothesis 2B: The strength of motivations for gay visitors will significantly differ
based on the length of the trip.
Definition of Terms

Festival: A themed, public celebration (Getz, 2007, p. 31). A periodically
recurrent social occasion with a series of coordinated events for all members of a whole
community (Falassi 1987)
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Motivation: A dynamic process of internal physiological needs that generate an
uncomfortable level of tension within individuals’ minds and bodies that lead to action
for a relief or satisfaction of needs (Fodness, 1994).
Event Tourism: Travel to festivals and gatherings staged outside the normal
program of activities (Gnoth & Anwar, 2000).
Gay Tourism: Used by marketers and travel accommodation providers to
describe the travel patterns and habits of gay individuals (Guaracino, 2011)
Gay/Queer Space: The physical manifestation of the gay community (Hindle,
1994, p.11)
Format of Thesis
This thesis consists of five main chapters. Chapter One presents and
introduction to the study and subject matter with sections dedicated to the propose of the
study, the research questions and hypotheses, and important terms defined. Chapter Two
reviews the current literature focusing on event tourism, understanding the gay
community as consumers, motivations, gay travel motivations, and gay pride events.
Next, in Chapter Three, the methods of the study are introduced within the sections
overview/research design, site description, sampling and administration, survey, and
analysis. The findings of the study are next presented in Chapter Four: Results with a
brief introduction, a description of the sample, an explanation of the motivation factors,
and analysis of both hypotheses. Finally, Chapter Five will introduce the discussion and
conclusion, with implications, the limitations of the study, suggestions for future
research, and a final conclusion.
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CHAPTER TWO
REVIEW OF LITERATURE
Event Tourism
Event tourism is an extremely complex field. Dickenson (2007) stated that the
briefest examination of a range of events demonstrates the diversity of events. There
have been hundreds of studies conducted by researchers specifically on events in order to
understand them more in depth. The event sector is often considered part of the tourism
industry because events create a way to attract tourists to a destination. and festivals and
events are now a worldwide tourism phenomenon (Getz, 1991; Prentice & Anderson,
2003).
In 1987, the New Zealand Tourist and Publicity Department reported,
“Event Tourism denotes travel to festivals, and gatherings staged
outside the normal program of activities. Those events’ success as
tourism generators relies mostly on their distinctiveness and
timing. The event is the focal point around which tourism is
encouraged by using existing facilities or adding accommodations,
transportation and other tourism-related infrastructure. Indeed, the
events themselves have come to be perceived as income generators
for host city and those events are seen as enhancing the image of a
locality, as well as attracting investment. In view of the abundance
of events in various parts of the world, and their implications for
the tourism sector, event tourism has been subjected to rigorous
empirical examination and analysis in recent years.”
Figure 1 shows the set of interrelationships occurring between tourism and event research
topics, which consists of both the marketing of events to tourist and the development and
marketing of destinations for tourism and economic development purpose (Getz, 2008).
Event tourism is not usually recognized as a separate professional field, but as a form of
special-interest tourism. That must be viewed from both demand and supply sides. It is
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also seen as an application of, or specialty within national tourism offices (NTOs) and
destination marketing/management organization (DMOs) (Getz, 2008).

TOURISM
MANAGEMENT
AND TOURISM
STUDIES
- Developing and
promoting tourism
- Understanding
travel and tourists,
including event
tourists

EVENT TOURISM
- A market for
event managers
- Destination
development
through events

EVENT MANAGEMENT
AND EVNET STUDIES
- Design, production,
and management of
events
- Understanding
planned event
experiences and the
meaning attached

Figure 1: Event tourism: The combination of tourism and event studies (Source: Getz,
2008)

Getz (2008) stated that academic attempts to explore the event field have existed
for a long time, but the recognition of ‘event studies’ as a discipline did not begin until
the 2000s. In event studies, social, cultural, environmental, and economic phenomena
related to planned events are discussed and the foundation of theoretical and academic
structures of the field is built. Throughout the field of events, researchers have built the
foundation that identifies the three main features of events. These are place, business,
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and social-cultural impacts (Getz, 2007; Getz, Andersson, & Larson 2007; Arocodia &
Whitford 2008).
Features of Events
Place
An event is one of the strategies destinations use for economic impact. The main
point of view of event development is from the event manager. The place where an event
is located will ultimately determine the marketing efforts the event planner must use to
drive sales (Goldblatt, 2008). The event manager must seriously consider place when
designing the marketing program for the event. For example, it has been shown that those
events that are close to inexpensive, safe public transportation or those events that feature
closed-in, reasonably price parking will attract more participation. For more participation,
destinations have to develop a more attractive and specific brand, which leads to the
concept of destination branding.
Events have become an increasingly significant component of destination
branding. Kotler, Haider, and Rein (1993) define a destination as a place that incorporates
an interconnected and complementary set of attractions, events, services, and products,
which together create a total experience and value proposition to visitors. They suggest
that successful destination marketing occurs when each element of the destination’s
product mix contributes something to the total brand image via complementary styles,
demographics, or experiential values. They add that to be successful, destinations need to
present these factors in a coordinated and consistent offering through careful
management of the brand. Although it has been argued that integrated marketing
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communications are necessary if a brand’s equity is to be optimized (Duncan & Moriarty,
1997), the challenges are particularly large in the case of destinations because the
destination’s array of products and services must be brought together under the overall
destination brand (Chalip, 2001).
Business
Getz (2007) classifies nine components for business management of events. (1)
leadership, founders and organizational culture, (2) organizational and interorganizational behavior, (3) planning and decision-making, (4) operations and logistics,
(5) marketing and communications, (6) resources and financial management, (7) human
resources and volunteer management, (8) risk, health and safety, and (9) research,
evaluation and information systems.
In order to build local economy, the local industry has to support service and products
for increasing the number of tourists (Simpson, 2011). Events have a unique
characteristic that they are limited in time and in place (Richards, 2010). Therefore,
event planners and mangers have to plan and develop proper management strategies to
account for the limits of events. Research has been published on event tourism planning
(Getz, 2003; Gnoth & Anwar, 2000; Higham, 2005), but development and marketing
remains a relatively unexplored research theme.
Socio-cultural
Socio-cultural aspects of events refer to the positive as well as negative impacts of
events on community, and consider interpersonal and intergroup relationships, well-
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being, traditions, lifestyles, community services, and identity (Delamere et al., 2001).
Festivals and events offer a chance for cultural exchange, which raises cultural awareness
and understanding between event tourists and locals (Gursoy & Kendall, 2006).
According to Getz (1991), events play an important role in locals’ lives, as they offer
essential activities and spending channels for locals and tourists, and improve the local
community’s image. Events are the catalysts of a local community (Gursoy & Kendall,
2006). Socially sustainable events establish trust and create a sense of belonging among
community members and also help to preserve local traditions and heritage (Allen et al.,
2008).
Although the socio-cultural impacts, also know as social capitol, of events have been
noted in event impact assessment studies since the 1970s, there were no attempts to
measure them until more recently. Kelly (2000) proposed to look at the development of
social capital through events with the use of the following constructs: community
identity, social cohesion, recreational opportunity, the development of local enterprise,
improvement of public facilities and amenities, and the conveyance of knowledge about
the history and heritage of an area. Moscardo (2007) viewed social capital as related to
community involvement with the event and the benefits arising from. It was found that
there is a the need to account for the number of quality social relationships developed
through the event, the level and types of learning from participation in the event, and the
contribution of event coordination partnership to other regional activities (Moscardo,
2007; Arcodia & Whitford, 2008)
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Understanding the Gay Community as Consumers
History of Gay Culture within the United States
Gay life flourished in urban centers during the early 1900s (Doan & Higgins,
2011). However, before World War II, little effort was made towards the creation of
advocacy groups for gay individuals, then referred to as “third sex” individuals (Meem,
Gibson, & Alexander, 2010). This was due to the limited access to alternative religions,
and ways of thinking which created a social structure centered on distinct life stages.
This created the idea that being an individual of “the third sex” was a sin and an illness
(Edsall, 2003). World War II allowed formerly isolated gay individuals to meet soldiers,
war workers, and other volunteers from small towns who were stationed all over the
world. Greater awareness, along with the changing times led to the first American-based
political demands for fair treatment in mental health, public policy, and employment
(Carter, 2010). Many people identify the beginning of a visible gay rights movement in
the United States with the Stonewall Riots, which occurred on June 27-28 1969 in New
York City. The riots began in response to police harassment of patrons of the Stonewall
Inn, a popular gay bar (Meem, Gibson, & Alexander, 2010). During the 1970s, the gay
rights movement grew and saw various organization develop such as Parents and Friends
of Lesbians and Gays (PFLAG), formed in 1972. Political groups such as the National
Gay and Lesbian Task Force, and the Human Rights Campaign (Meem, Gibson, &
Alexander, 2010) also began to for and make themselves visible. In 1979, the first march
on Washington for gay rights took place. Marches on Washington occurred again in 1987
and 1993 and brought together over 1 million gay rights supporters (Meem, Gibson, &
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Alexander, 2010). Since then members of the gay community have fought to be seen as
equals in the social and political realms. Although the movement has gained support, it is
still working to increase diversity and end discrimination of these individuals in all areas
of life. Diversity extends the effort of affirmative action which brings equality and equity
to historically discriminated groups (Regents of the University of California v. Bakke,
1978). Diversity recognizes the deeper differences of those groups and the reality that
most U.S. citizenry can be represented by the classification of “protected class”.
Protected classes are given protection by either federal law or presidential executive
order, with the exception of sexual orientation which is the only class not protected by
federal legislation (Peterson, 1999). Due to this lack of equality, the LGBT community
have longed travelled for recreation and often to escape intolerance and seek out diversity
(Pritchard, Morgan, & Sedgely, 1998).
Gay Tourism
Unlike purchasing a product, tourism as consumption is about buying time in a
space away from home (Urry, 1990). Due to the positive economic impact the gay
population presents, gay tourism is beginning to gain validity as an important market for
researchers and practitioners. Many destinations now cater to gay populations through
ads, and accommodations. Due to its strong liberal traditions, London became the first
major city in the world to actively to campaign internationally for the gay market in 1999
(Clift, Luongo, & Callister, 2002). Since then campaigns targeting the gay community
have increased. For example internationally, Spain, Brazil and South Africa have all
dedicated themselves to welcoming LGBT visitors (Community Marketing, Inc,
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2012/2013). Domestically, Philadelphia’s “Get Your History Straight, and Your
Nightlife Gay” campaign which feature ads of Benjamin Franklin flying a rainbow kite,
is just one of many campaigns geared towards gay tourists.
One of the main reasons for growth within marketing is due to the economic
opportunities it presents to marketers and destinations. Lesbian and gay consumers are
deemed to be of special interest for the tourism industry because research shows that that
lesbian and gay couples have; (1) Higher levels of education, (2) higher average income
than straight couples, (3) have less children and, therefore, higher discretionary income they are so-called Double Income No Kids or DINKs for short (Holcomb & Loungo
1996; Waitt & Markwell 2006; Hughes 2003; Guaracino, 2011). According to Roth
(2002), lesbian and gay couples travel more frequently than heterosexuals, spend more
money on each trip and are more brand loyal, making them an appealing target market.
Southall (2009) added that with this higher discretionary income, favored spending
consists of purchasing leisure and travel products and services. For gay consumers travel
is considered to be a lifestyle, and something that is not an option but a necessity
because travel aids in the discovery their identities (Southall, 2009). This is because the
nature of historical segregation imposed upon the gay community increases their search
for escapism and destinations that allow them the opportunity to be in the majority
instead of the minority. A survey of LGBT travelers conducted by the World Tourism
Organization found that:
1. 69% of US respondents are more likely to visit a destination because its tourism
o•ce/CVB does LGBT-dedicated outreach.
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2. 39% indicate they spend more at a destination whose tourism o•ce/CVB does
LGBT-dedicated outreach.
3. 38% stay longer at a destination whose tourism o•ce/CVB does LGBT-dedicated
outreach.
Along with this, LGBT travelers generally have an increased knowledge and
awareness of cultural issues and the world, which leads to the desire to travel in order to
increase such interest and knowledge (Southall, 2009).
In recent years, there has been an increase in the organization, institutionalization,
and visibility of this segment of the tourism industry aimed at gay individuals. There
exists the International Gay and Lesbian Travel Association which includes more than
900 professionals on its membership roll, and promotes itself as the world’s leading
travel trade association committed to growing and enhancing gay and lesbian tourism
business through education, promotion, and networking; magazines that target gay and
lesbian travelers are sold alongside other travel magazines in mainstream bookstores; and
many cities openly welcome the gay community through media. This is important
because it shows the shift in practitioners acknowledging the market, which creates the
need for rigorous research to address the issues it may present.
Heternormative Space vs Queer Space
Hodge (1995) stated that, “places are more than locations on maps… they are
cultural creations with varying meanings to the different people who experience them.”
Researchers and scholars have shown that tourism as consumption of space is often
viewed from a heterosexual viewpoint and that most public and semi-public space is
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predominantly heteronormative, which is defined as a world view that promotes
heterosexuality as the normal or preferred sexual orientation (Bell & Valentine, 1995,
Pritchard, Morgan, Sedgley, Khan & Jenkins 2000). As Hughes (2002) found, the gay
travel market presents variables different from the average heterosexual traveler
especially when it comes to need for comfort, and safety and therefore event and
destination marketing efforts should be handled differently in order to position products
specifically for their demand. This has created the need for gay individuals to either be
with other gay individuals, or have access to safe space, or gay-friendly places.
Geographers have begun to examine the idea of “Queer Spaces” which are the
physical manifestations of the gay and queer community, and how it affects people’s
experiences. The packaging and selling of queer space is, in part, what destinations are
doing in their efforts to attract gay tourists (Faiman-Silva, 2009). Without properly
understanding queer spaces, one runs the risk of creating not just uncomfortable spaces
for consumers, but potentially life threatening spaces (Rushbrook, 2002). For example,
as a visible travel segment, The US Department of State along with travel advisories
hosts a LGBT travel section including safety precautions because…
“Attitudes and tolerance toward lesbian, gay, bisexual, and transgender
(LGBT) persons vary from country to country, just as they vary among
U.S. cities and states… There are a number of countries that provide legal
protections to those who are LGBT. Unfortunately, there are others that
do not, and a significant number that even criminalize consensual samesex sexual relations. Persons convicted in these countries could be
sentenced to prison, and/or be punished by fines, deportation, flogging, or
even sentenced to death” (LGBT Travel Information, 2014).
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The US Department of State website also provides web links to sites such as the Bureau
of Consular Affairs, which contains information about attitudes, harassment, or arrests
relating to LGBT travelers, like this posted on their website in regards to travel to Russia
for the 2014 Winter Olympics:
“LESBIAN, GAY, BISEXUAL, AND TRANSGENDER (LGBT)
ISSUES: In June 2013, Russia’s State Duma passed a law banning the
“propaganda of nontraditional sexual relations” to minors. The U.S.
government understands that this law applies to both Russian citizens and
foreigners in Russia. Russian citizens found guilty of violating the law
could face a fine of up to 100,000 rubles ($3,100). Foreign citizens face
similar fines, up to 14 days in jail, and deportation. The law makes it a
crime to promote LGBT equality in public, but lacks concrete legal
definitions for key terms. Russian authorities have indicated a broad
interpretation of what constitutes ‘LGBT propaganda,’ and provided
vague guidance as to which actions will be interpreted by authorities as
‘LGBT propaganda’” (Russian Federation Travel Alert, 2014)

Along with this, the US Department of State produces the annual Human Rights
Report published by the State Department that hosts a section titled, “Societal Abuses,
Discrimination, and Acts of Violence based on Sexual Orientation and Gender Identity”
for each country. Academic researchers have also begun to notice the need for more
knowledge on the subject from travel, sociological, and geographic perspectives because
of the various implications this subject may have (Hughes 2002) “Questions of public
space and the disruption of heterosexuality through visible and mobile homosexuality are
thus crucial to tracking a spatialized understanding of gay and lesbian tourism” (Southall
2009).
Overall, gay and lesbian tourism research calls for more understanding of the
market as well as the destinations and the space that is created. Asheville, North
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Carolina’s Blue Ridge Gay Pride Festival is conducive to a study like this because it is a
popular tourism destination and it creates a safe place for gay travelers, as the local
community is known for its open and welcoming attitude.
Motivation
Considered the driving force behind human behavior, motivations have been
studied in great detail by social science disciplines such as psychology, sociology,
business, recreation and tourism. In terms of event tourism, Pizam, Neumann and
Reichel (1979) defined motivation as the set of needs that predisposes a person to
participate in a tourist activity. Since motivations are viewed as the starting point in the
decision making process (Iso-Ahola, 1982; Crompton & McKay 1997), researchers and
practitioners must be concerned with the motivations of their market. If motives to travel
and attend events aren’t understood, it is very unlikely that marketing efforts will be
effective (Fodness, 1994). Research on travel motivation is essential because (1) It is
key to designing offerings, (2) it is closely related to satisfaction, and (3) it is critical to
understanding the travelers’ decision-making process (Crompton & Mckay, 1997).
Originally, Crompton (1979) and Dann (1981) introduced the travel field to the
idea of “Push and Pull” motivational factors. These motivations evolved from a
disturbance in an individual’s equilibrium that causes some sort of need to be fulfilled by
the action of travel (Crompton, 1979). Typically individuals are either “pushed” to travel
by personal intrinsic factors such as the desire for adventure or escape, or the need for
social interaction or cultural stimulation. Or tourist can be “pulled” to a destination by
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extrinsic attributes such as a snow filled mountain, lush forest or sunny beach (Crompton,
1979).
Of equal importance is the work of Iso-Ahola (1982). This study built the
foundation of the escape-seeking dichotomy. Iso-Ahola proposed that leisure, recreation
and tourism motivation are made up of both seeking (intrinsic) and escaping (extrinsic)
elements. This theory explained that there are four dimensions that make up motivation
which include personal seeking, personal escape, interpersonal seeking, and interpersonal
escape. These all can exist simultaneously and they explain how a person can desire to
seek rewards from their leisure and tourism activity, such as a relaxing outing or
improved fitness, while also desiring to escape their daily routine, or other personal
issues.
In 1993, Garner expanded on Compton’s initial finding on motivation by
discovering that motives come from needs that have failed to be met at home. Garner
stated that the general motive for travel is generally assumed to be escape. This
statement was elaborated on by Crompton and McKay (1997) when it was found that
although escape plays a large role in motivations, there are multiple needs that need to be
met which influences motivations. Recently, basic travel motivations have been seen as
transferable in the field of events. Studies looking at event motivations rely on the
foundations of the push and pull theory as well as the escape-seeking dichotomy to
examine event attendees’ motivations.
Uysal, Gahan & Martin (1993) first examined the theoretical framework of event
motivation dimensions and the variability of these motives through looking at the County
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Corn Festival in Traveler’s Rest, South Carolina. Using 24 motivation items five
motivation dimensions: escape, excitement/thrills, event novelty, socialization, and
family togetherness were found. Since Uysal, Gahan & Martin, other studies have also
examined festival and event motivation using a similar scale.
Backman, Backman, Uysal, & Sunshine (1995) examined traveler’s motivation,
demographic characteristics, and activities of those who had gone to festivals, special
events or exhibitions based on data from the 1985 pleasure travel survey. From an
analysis of their twelve motivation items five dimensions of motivation were found.
These were, excitement, external, family, socializing, and relaxation. This led to the
discovery of multiple variables that were statistically different. For example, it was found
that older travelers are less likely to be motivated by excitement to travel. Also, it was
found that while married people are more likely to attend festivals for family motives,
single people are more motivated to attend festivals for excitement.
Next, Schneider & Backman (1996) used Uysal, Gahan & Martin (1993)
motivation scale to analyze 23 motivational items. This study discovered five factor
groupings: family togetherness, socialization, festival atmosphere, escape, and event
novelty/excitement.
Looking at a cultural festival, Chang (2006) segmented tourists based upon their
motivation and demographic characteristics. With Crompton & McKay (1997) as a
foundation, a 28 items scale determined five factors which are equilibrium recovery,
festival participation and learning, novelty-seeking, socialization, and cultural
exploration. This study was important because it found cultural exploration, a dimension
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not studied before, to be the most important factor.
Breaking into food tourism, Park, Reisinger & Kang (2008) looked at what major
factors motivated tourists to attend the South Beach Wine and Food festival in Miami
Beach, Florida. For this study, forty-four motivational items produced seven motivation
dimensions including, tasting new wine and food, enjoying the event, enhancing social
status, escaping from routine life, meeting new people, spending time with family, and
meeting the celebrity and wine experts.
Later, it was found that through all research on festival and event motivation, the
most recurrent dimensions were socialization, family togetherness, novelty, escape,
cultural exploration, entertainment, and excitement (Uysal & Li 2008). The researchers
also found that visitors can not be treated as homogenous, because the components of
factors may vary depending on types of festivals and events (Uysal & Li 2008).
Woo’s most recent work (2010) was concerned that motivation dimensions found
may vary depending on the type of festival, so he conducted a study to determine how
motivations ranked across different festival product offerings. This need was seen
because most of the previous studies focused on one festival product offering. Woo
found five factors: socialization, excitement, event novelty, escape, and family
togetherness, through the use of 18 motivational items.
Gay Travel Motivation
Three studies have focused on the travel motivations specifically within the gay
community. These were not focused explicitly on event motivations, but rather other
aspects of travel.

22

First, Clift and Forest (1999) looked at the tourist destinations and vacation
motivations of 562 gay men residents in southern England. The main focus of the study
was to asses sexual activity and sexual risk behaviors of gay men in travel settings. As
this was one of the first studies on the subject of gay men travel intentions, it was
exploratory and stated its expectations as: Hypothesis 1: Well known gay destinations,
particularly those which are geographically close to the UK, will attract substantial
proportions of gay men; Hypothesis 2: Opportunities for socializing and being sexually
active with other men will be an important dimension of holiday motivation for gay men,
in addition to other motivations among tourists in general (e.g. relaxation, sight-seeing);
and Hypothesis 3: Men visiting gay resort destinations will be more strongly motivated
by opportunities for sexual activity that will gay men who do not choose such
destinations. This study ultimately found three dimensions of gay tourist motivation and
they were: gay social life, culture and sights, and comfort and relaxation.
Next, Pritchard, Morgan, Sedgley, Khan & Jenkins (2000) used qualitative
methods to investigate how sexuality impacts tourism experiences. Through
conversations with gay and lesbian tourists, this study set out to explore the impact
homosexuality had on tourists choices, and to rectify the bias in tourism research towards
gay men and include lesbian tourists. These researchers found that while some of the
extrinsic motivations for travel are similar between LGBT travelers and heterosexual
travelers, there are motives that are directly linked to sexuality. The need for escape and
safety were found to be stimulated by a desire to escape from the pressures of being gay
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in a largely heterosexual world. The research also shed light on the concept of the
tourism process and spaces that are seen primarily as heterosexist.
Lastly, Hughes (2002) looked deeper into the idea that safely and destination
choice. Through the creation of a gay tourist typology, Hughes stated that it is evident
that there is a sexuality issue involved in going on holiday and in destination choice and
avoidance. Using semi-structured interviews, Hughes gained information to create figure
2, which models the factors influencing gay tourism. These findings support the need for
understanding how sexuality plays into motivations. As Hughes (2002) highlights, there
are concerns of discrimination and toleration that are specific to sexuality and travel
motivations, which is why this study is needed.

Figure 2: Factors influencing gay male tourism (Source: Hughes 2002)
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Gay Pride Events
Within the field of Travel and Tourism, events may be utilized to promote social
change by increasing activism and informing the public. Due to their ability to reach a
large number of consumers, they are used to get the word out about a cause and gain
attention. Special events and festivals provide a vehicle for marginalized groups such as
the gay community to expresses politics, art, and community (Markwell 2002).
Originally used as ways to commemorate the 1969 Stonewall Riots, annual Gay Pride
Festivals have begun to appear in cities all over the world. Some host cities are visibly
open and accepting to the gay community and use the festivals as celebrations, while
other places see the festivals more of a political and social force.
Asheville, North Carolina began hosting the Blue Ridge Gay Pride Festival in
1997. In 2009, Blue Ridge Pride, Inc. was formed with the focus of educating,
empowering, and celebrating the lesbian, gay, bisexual, transgender, & questioning
community while promoting diversity throughout Western North Carolina. The
organization now hosts the annual Pride festival with the mission of offering education,
awareness, and entertainment while fostering LGBT and allied communities in the Blue
Ridge Mountains (Pride, 2009).
Many studies that focus on aspects of gay life use pride festivals as their study site
for convenient samples. Therefore much of the research conducted at gay pride events,
occurs outside the field of tourism. Within Anthropology Kates & Belk (2001) looked at
Lesbian and Gay consumption habits at pride festivals. Within Criminology gay events
are studied with focus on understanding hate crimes (Meyer, 2010; Woods 2008; Otis,
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2007). Medicine looks at gay pride events in the context of sexual habits and sexually
transmitted diseases (Hickson et al 1996, Benotsch 2002, Kalichman 1998). Geography,
which closely relates to tourism in its studies, views gay prides events as ways to
examine space and culture. For example, Brickell (2000) investigated the complexities of
the relationships between heterosexuality, homosexuality and the public and private
domains. Johnston (2008) looked at Pride Scotland to explore tourism spaces and how
lesbian subjectivities are constructed within them. The politics, fun and
commercialization of Pride spaces is studied by Browne (2008). Lasly, Oswin (2008)
deconstructs the idea of queer spaces and how they relate to power.
The fields of events and travel and tourism first studied Gay Pride events with
Markwell’s (2002) study on Sydney, Australia’s Gay Pride Festival or Mardi Gras as it is
known in Australia. This study looked at how Mardi Gras assists in making Sydney an
international gay and lesbian hub. It found that Sydney, know as the “gay capital of the
South Pacific” has been closely tied to the Sydney gay market growth, development and
diversification.
Then in 2009, Markwell & Waitt examined how gay pride parades play a role in
debates about sexuality. Using a systematic examination of the lesbian and gay
community newspapers held at the Australian Lesbian and Gay Archives, they found that
gay pride parades and festivals play an important role in the discussions about sexuality
by highlighting how a multiplicity of narratives are generated through the negotiation of
sense of self through the points of connections made possible at these events. The study
helped, “acknowledge how the discourses that helps constitute gay pride festival spaces
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are not only contested sites of sexuality, but they also envisage the ongoing possibilities
for challenging mainstream ideas about sexuality” (Markwell & Waitt, 2009).
These studies have shown the need to look at Pride festivals from multiple
viewpoints in order to gain a holistic view of the gay community. Doing so will lead to a
more in depth understanding of the needs of this population. Not only will this increase
diversity, but tourism and event providers will be better able to attract this profitable
market segment successfully. In order to assist with this holistic understanding, this
study looked at a successful gay event taking place in a successful tourism destination
and gay friendly place, in order to understand what motivation factors influence people to
attend the Blue Ridge Gay Pride Festival.
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CHAPTER 3
METHODS
Overview/Research Design
The use of events to promote places and bring in tourists is becoming more and
more popular for destinations. Without knowing what motivates people to attend these
events, event producers run the risk of being unsuccessful. This study examined
attendees at the Blue Ridge Gay Pride Festival, to add the dimension of sexuality into the
motivational framework. This research study used a self-administered questionnaire
which was distributed to individuals attending the festival. Participants filled out surveys
in order to collect data needed to analyze the effect of different variables on motivation
for event attendance. Each year since 1997 the Blue Ridge Gay Pride Festival, hosted by
Blue Ridge Pride Inc., is held in downtown Asheville, North Carolina. The festival seeks
to offer education, awareness, and entertainment while fostering LGBT and allied
communities in the Blue Ridge Mountains (Pride, 2009). Data collection took place at
the 2013 Blue Ridge Pride Festival on October 5, 2013. Prior to data collection the
survey instrument and methods were approved by the Institutional Review Board (see
Appendix B).
Site Description
The event took place at Asheville’s downtown park, Pack Square, which is
centered in Asheville’s Historic District. Located at the intersection of College St, and
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Biltmore Avenues (see Figure 33).

Figure 3: Image of Downtown Asheville, North Carolina (Source: Ashevillerimby
shevillerimby, 2014)

Pack Square frequently hosts events and activities. The 6.5 acre park is bordered by
government
overnment buildings, museums, restaurant and businesses. The square includes
include more
than a dozenn comfortable benches, shade trees, broad brick side
sidewalks
walks and a dramatic
bronze, stone fountain, a raised observation point, a water cascade, a terraced lawn and a
50-foot stage (visitnc, 2014)..
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Sampling and Administration
Prior to data collection, site approval was obtained from the Blue Ridge Pride
Planning committee to conduct research at the event (see Appendix C)
C). Using systematic
sampling, questionnaires were distributed throughout the festival held at Pack Square, for
fo
participants to complete themselves. The main researcher and one assistant were posted
at the Pride Information, Merchandise & Volunteer booth, while two assistants were at
the entrance to the Main Stage
tage area, and two at the entrance to the Youth Pride section.
Figure 4 shows an image of the park, with x’s marking
ng where the data was collected

×
College St.

Biltmore Ave.

×
×

Figure 4: Image off Pack Square Park (Source: ColeJenest & Stone, 2014)

This event was expected to attract 12,000 attendees in 2013. Given this information, in
order to provide a representative sample, the team set out to collect at least 372 surveys.
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Each team member had six clipboards in their possession in order to be efficient. Once
each team member was in place and the event started, every third event attendee to pass
each station was approached. The team member explained the purpose of the study and
asked if the festival attendee would be willing to take a survey. If the attendee said yes,
they were then asked if they were over the age of 18. The survey was only given to
festival attendees 18 years of age and older. In order to track and calculate response rate,
each team member kept tallies of the number of people who refused the survey, as well as
those who were asked multiple times to be a part of the study, and those who were
disqualified due to age. By the end of the day, 348 total surveys were collected.
However, after reviewing the surveys, some had to be excluded because they were
incomplete, so a total of 315 completed surveys could be used for analysis.
Survey
The purpose of the survey was to understand the motives of festival attendance.
The motivation items for this study were derived from the combination of Woo’s (2010)
motivation instrument and Clift & Forest (1999) gay travel motivation scale. Woo’s study
was focused on investigating the underlying dimensions of motivation across six different
festival products. For Woo, a factor analysis of 18 motivation items examined five
factors: socialization, excitement, event novelty, escape, and family togetherness. In the
motivation section of the survey questionnaire, the18 items were measured on a five point
Likert scale: 1-very important, 2-important, 3-undecided, 4- not important, and 5-not at
all important. There were six items for socialization, four for excitement, three for event
novelty, three for escape, and two for family togetherness. The reliability alphas for
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Woo’s study were all greater than .72. Clift and Forest (1999) set out to determine the
dimensions of gay male tourist motivation. From Clift and Forest, the motivation
dimension “gay culture” was added to the survey instrument, which had a .81 alpha value
in Clift’s and Forest’s initial study. From the initial pool of motivation factor items, final
questions were edited and refined for face validly and content validity, by four academic
faculty members, who have combined experience and published research within the fields
of recreation and diversity, travel and tourism, and geography.
The motivational scale used in this study was based on previous literature (Woo,
2010; Clift & Forest, 1999) and was made of 26 items that comprised six different
dimensions. These dimensions were: Gay Culture, Social Experience, Excitement, Event
Novelty, Escape, and Family Togetherness. The items were asked in the format, “ I am
attending Blue Ridge Pride in Asheville, North Carolina...’Item’. For example, question
one read, “ I am attending Blue Ridge Pride in Asheville, North Carolina to get away
from the demands of life.” How much each attendee agreed with each statement when
the item was added was measured on a 5-point Likert scale from Strongly Disagree (1) to
Strongly Agree (5). A demographic section as well as a section on trip details was also
included in order to gain a holistic understanding of the participants. Demographic
questions asked about sex, sexual orientation, age, household income, number of people
in party, and where the respondent lived. If they were a visitor to the area, they were
instructed to complete the trip detail section. This section asked about the purpose of
their visit to Asheville, the distance traveled, the number of nights they would be staying
and if they had ever visited Asheville or attended the Blue Ridge Gay Pride Festival
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before. Lastly, the survey asked the respondent to rate their level of satisfaction with the
event on a seven-point scale from Very Dissatisfied to Very Satisfied. This information
was obtained strictly for the knowledge of the Blue Ridge Pride organizers (see Appendix
A).
Table 1
Survey Category Breakdown
Motivation Dimension

Specific Question Asked

Gay Culture

To experience gay culture
For opportunities to socialize with other LGBT individuals
For the night life
To explore sexual opportunities

Social Experience

To be with people who enjoy the same things I do
For the chance to be with people who are enjoying themselves
To observe the other people attending the festival
To be with people of similar interests
Because I enjoy the festival crowds
So I could be with my friends

Excitement

Because I was curious
To experience new and different things
Because it is stimulating and exciting
To experience the festival by myself
To Relieve Boredom
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Event Novelty

Because I enjoy special events
Because I like a variety of things to see and do
Because festivals are unique
Because I enjoy Pride Events

Escape

To get away from the demands of life
To have a change from my everyday social environment
To have a change from my everyday physical environment
To have a change from my daily routine

Family Togetherness

So the family could do something together
To do something my significant other wanted me to do
To bring my family closer together
Because I thought the entire family would enjoy it

Analysis
A total of 348 surveys were complete, however due to incomplete responses, 315
were useable. Data collected from the surveys was inputted into SPSS version 21 and
prepared for statistical analysis.
Hypothesis 1A stated motivations of visitors to attend the event will significantly
differ from motivations of locals to attend the event. Hypothesis 1B stated motivations of
gay individuals to attend the event will significantly differ from motivations of straight
individuals to attend the event. Hypothesis 1C stated motivations of gay visitors to the
event will significantly differ from motivations of gay locals to attend the event.
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Hypothesis 2A stated the strength of motivations for gay visitors will significantly differ
based on the distance traveled to attend the event.
Hypothesis 2B stated the strength of motivations for gay visitors will significantly
differ based on the length of the trip
The response options for the questions Trip Distance, and Nights Stayed were
collapsed in order to account for statistically reliable sample sizes and provide proper
tourism analysis. For Trip Distance, The responses “Less than 100 Miles” and “100-250
Miles” were collapsed into the response “250 Miles or Less.” The responses “251-500
Miles,” “501-1,000 Miles,” and “More than 1,000 Miles” were collapsed into the
response “251 Miles or More.” The responses for Nights Stayed were also collapsed into
two responses. “None” became “Over Night” while “1 Night,” “1-3 Nights” and “4 or
More Nights” collapsed into overnight.
Based on the hypotheses, the most appropriate statistical analysis to determine
whether or not two data sets differ is a t-Test. Therefore a t-Test was used in order to
address all of the hypotheses. Once computed, p-values less than .05 would equal
significance for said motivation dimension. While six motivation dimensions existed
within each hypothesis, if all dimensions had significant p-values, the hypothesis would
be supported. If three to five dimensions produced significant p-values the hypothesis
will be partially supported. If two or less dimensions were found to be significant, then
the hypotheses could not be supported.
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CHAPTER FOUR
RESULTS
Introduction
The goal of this study was to determine the factors that motivate people to attend
the Blue Ridge Gay Pride Festival. The two hypotheses were analyzed using SPSS
version 21, with a significance level of .05, to determine the significance of each
motivation dimension. The following chapter reviews the results of the study. The
chapter will be presented in three sections: (1) Description of the sample, (2) Hypothesis
1 Analysis, and (3) Hypothesis 2 Analysis
Description of Sample
Self-administered questionnaires were used to capture the motivations of
attendees at the event. A total of 348 questionnaires were collected, although 33 were not
completed in full. Therefore, 315 surveys were used to determine the results of this
study, affording a response rate of 79.4%, with 57 people approached declining to
participate, and 8 people approached not qualified due to age restrictions.
An analysis of the demographic information received was run in order to provide
a deeper understanding of the sample. Table 2 presents the demographics for all of the
qualified survey respondents. The demographic information included sex, sexual
orientation, age, household income, and number of additional people in party. For
analysis purposes, attendees were also broken up into locals and visitors. In order to be
considered a local, attendees needed to be residents of the city of Asheville. All those
who resided outside of Asheville city proper were considered visitors, as residency is

36

often used by Destination Marketing Organizations to identify tourists (Masberg, 1998).
The participants were almost evenly split in terms of whether they were locals or
visitors, with about half, (50.5%, n=159) being visitors. The majority of the respondents
(60.9%, n=191) were female. Sex was not limited to Male or Female however, and the
categories Other, and Prefer Not to Say account for 1.9% (n=6) and 1.6% (n=5)
respectively. In terms of Sexual Orientation, 67.6% (n=213) of the participants identified
as being Gay, 21.0% (n=66) identified as being Straight, while 10.5% (n=33) considered
their sexuality to be something other than gay or straight, and .9% (n=3) preferred not to
say. The ages of the participants ranged over six options listed on the survey including
18-24 year olds, 25-34 years old, 35-44 years old, 45-54 years old, 55-64 years old, and
65 years old or older. The age group 25-34 year old comprised the highest amount of
attendees with 25.4% (n=80). Those between the ages of 35-44 made up 21.6% of the
attendee population with 68 people. Fewer attendees were from the older age groups
with the oldest group, 65 or Older, having the lowest showing with 4.4% (n=14). The
majority of the respondents (26.1%, n=82) had a household income of $20,000-40,000.
The second most frequent was $40,001-60,000, which accounted for 22.0% (n=69), while
$60,001-80,000 made up 13%or (n=41). The least frequent response was $80,001100,000 which was selected by 5.7% of the attendees (n=18) , and the final possible
response, the highest income level $100,001 or more was selected by 9.2% (n=29). The
final characteristic within this section asked how many additional people in the group
were attending the event. Those in groups with 3 or more additional people had the
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highest frequency, with 36.5% (n=115), while 11.4% of the respondents (n=36) were
attending the event alone.
Table 2
Demographics of the Sample (N=315)
Total Number of
Respondents
(N=315)
156
159

Percentage

Type of
participant

Local
Visitor

Sex

Female
Male
Other
Prefer Not to Say

191
113
6
5

60.6
35.9
1.9
1.6

Sexual Orientation

Gay
Straight
Other
Prefer Not to Say

213
66
33
3

67.6
21.0
10.5
0.9

Age

18-24
25-34
35-44
45-54
55-64
65 or Older

57
80
68
59
37
14

18.1
25.4
21.6
18.7
11.7
4.4

Household Income

Under 20,000
20,000-40,000
40,001-60,000
60,001-80,000
80,001-100,000
100,001 or more
Prefer Not to Say

34
82
69
41
18
29
42

10.8
26.1
22.0
13.0
5.7
9.2
13.3

Number of
additional people
in party

None
1
2
3 or more

36
100
64
115

11.4
31.7
20.3
36.5
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49.5
50.5

In order to look closer at the make up of the attendees, the demographics were
divided by straight attendees and gay attendees with the results presented below in Table
3. Straight individuals accounted for 66 of the respondents, while gay individuals
accounted for 213. With both groups locals and visitors were about evenly split. Straight
individuals were also evenly split in terms of sex with 53% being female and 45.5%
being male. Gay individuals were predominantly female (63.4%, n=135). The highestranking age range among straight individuals was 25-34 with 31.8% respondents falling
in that group, and the second highest being 35-44 with 24.3% of the respondents. The
lowest percent of straight respondents in age groupings was 4.5% made up by those 65
and older. For gay individuals the age groups 25-34 and 45-54 both tied for the most
frequent responses with 23 people in each. The age group 65 and Older was also the least
represented for gay individuals (5.2%, n=11). Household income ranged across levels for
both groups. The most frequent answer for straight individuals was $20,00-40,000 with
22.7% and it was also the most frequent for gay individuals with 28.2%. For both groups
the least frequent was $80,000-$100,000, straight having 4.5% and gay individuals
having 6.6% of their total in this range. Finally, both straight and gay individuals tended
towards groups of 3 or more with straight respondents in this group making up 36.4% of
the straight respondents and 36.2% of gay respondents falling into this group. The
smallest represented group size with both groups was none, meaning the respondent was
attending the festival alone. 9.1% of the straight individuals were alone, while 10.8% of
the gay individuals were attending the event alone.
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Table 3
Demographics of the Sample by Sexual Orientation
Number of
Straights
Respondent
(n=66)
35
31

Percentage of
Straight
Respondents

Percentage
of Gay
Respondents

53.0
47

Number of
Gay
Respondents
(n=213)
101
112

Type of
participant

Local
Visitor

Sex

Female
Male
Other
Prefer Not to Say

35
30
0
1

53.0
45.5
0
1.5

135
77
1
0

63.4
36.2
.5
0

Sexual
Orientation

Gay
Straight
Other
Prefer Not to Say

0
66
0
0

0
100
0
0

213
0
0
0

100
0
0
0

Age

18-24
25-34
35-44
45-54
55-64
65 or Older

12
21
16
6
8
3

18.2
31.8
24.2
9.1
12.1
4.5

33
49
44
49
27
11

15.5
23.0
20.7
23.0
12.7
5.2

Household
Income

Under 20,000
20,000-40,000
40,001-60,000
60,001-80,000
80,001-100,000
100,001 or more
Prefer Not to Say

8
15
12
11
3
8
9

12.1
22.7
18.2
16.7
4.5
12.1
13.6

17
60
52
27
14
20
23

8.0
28.2
24.4
12.7
6.6
9.4
10.8

Number of
additional
people in
party

None
1
2
3 or more

6
20
16
24

9.1
30.3
24.2
36.4

23
68
45
77

10.8
31.9
21.1
36.2
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47.4
52.6

The survey also asked those respondents traveling to the Blue Ridge Pride
Festival various attributes of their travel arrangements, also called trip characteristics.
These trip characteristics measured whether the Blue Ridge Gay Pride Festival was the
main purpose of their trip to Asheville, North Carolina, the distance they traveled to the
Blue Ridge Pride Festival, how many nights they stayed in Asheville, whether they were
return visitors to Asheville, how many trips they would take to Asheville in the 2013
calendar year, if they were return attendees to the Blue Ridge Pride Festival, and if so
how many festivals they had attended in the past. The results of these questions are listed
in Table 4.
Out of the 159 “visitors” attending the festival 59.7% (n=95) were visiting the
city solely for the Festival. Many of the visitors, 56% (n=89%) traveled less than 100
miles to attend the event, while 4.4% (n=7) traveled 1,000 miles or more. Visitors who
were only in town for the day had the highest rate of the nights stayed category at 42.8%
(n=68). Many of the visitors, 86.2% (n=137) had visited the Asheville area previously,
while 32.1% (n=51) had attended the Blue Ridge Gay Pride Festival before. Of that
32.1% who had attended the Blue Ridge Gay Pride Festival before, the majority, 56%
(n=29) had been to one Blue Ridge Gay Pride, while 19.6% (n=10) had attended two
earlier festivals, and 23.5% (n=12) had been to 3 or more Blue Ridge Pride Festivals
previously.
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Table 4
Trip Characteristics of the Visitors (n=159)
Total Number of
Respondents
(n= 159)
95
64

Percentage of
Respondents
(%)
59.7
40.3

Main purpose is
BRP

Yes
No

Trip distance

Less than 100 miles
100-250 miles
251-500 miles
501-1,000 miles
More than 1,000
miles

89
40
12
11
7

56.0
25.2
7.5
6.9
4.4

Nights stayed

None
1 Night
2-3 Nights
4 or more Nights

68
22
44
25

42.8
13.8
27.7
15.7

Return visitor?

Yes
No

137
22

86.2
13.8

Number of visits to
Ashville in
Calendar year

1
2-4
5-7
8 or more

50
47
15
47

31.4
29.6
9.4
29.6

Return BRP
Attendee?

Yes
No

51
108

32.1
67.9

Number of BRP
Attended

1
2
3 or more

29
10
12

56.9
19.6
23.5
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Below, table 5 presents the results of the trip characteristics split into straight and
gay visitors. A majority of the straight visitors (64.5%) attending the Blue Ridge Gay
Pride Festival were visiting Asheville for a purpose other that attending the festival. This
contrasts gay visitors whose majority (65.2%) was in Asheville for primarily the festival.
The majority of visitors both straight (61.3%) and gay (55.4%) visitors traveled less than
100 miles. Straight individuals least represented trip distance was 501-1,000 Miles with
3.2% of the respondents, while gay individuals least represented trip distance was More
than 1,000 Miles with 3.6% of the respondents falling into this category. For both
straight and gay visitors, their trip consisted on just that single day and no nights spend in
Asheville. Straight visitors had the least percentage of nights stayed in the 4 or More
Nights Category. Gay visitors had the least representation in the 1 Night category. For
both straight and gay visitors, this was a return trip to Asheville with 87.1% and 87.5%
straight and gay returnees, respectively. Although the majority of each group had been to
Asheville before, this was the first time attending Blue Ridge Gay Pride for the majority
of both straight (96.8%) and gay (60.7%) visitors.
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Table 5
Trip Characteristics of the Visitors by Sexual Orientation
Number of
Straight
Respondents
(n= 31)
11
20

Percentage
Number of
Percentage
of Gay
Gay
of Straight
Respondents Respondents Respondents
(n=112)
35.5
73
65.2
64.5
39
34.8

Main
purpose is
BRP

Yes
No

Trip
distance

Less than 100
miles
100-250 miles
251-500 miles
501-1,000
miles
More than
1,000 miles

19

61.3

62

55.4

5
3
1

16.1
9.7
3.2

28
8
10

25.0
7.1
8.9

3

9.7

4

3.6

Nights
stayed

None
1 Night
2-3 Nights
4 or more
Nights

16
6
6
3

51.6
19.4
19.4
9.7

47
16
30
19

42.0
14.3
26.7
17.0

Return
visitor?

Yes
No

27
4

87.1
12.9

98
14

87.5
12.5

Number of
visits to
Ashville in
Calendar
year

1
2-4
5-7
8 or more

7
9
4
11

22.6
29.0
19.9
35.5

35
34
9
34

31.2
30.4
8.0
30.4

Return BRP Yes
Attendee?
No

1
30

3.2
96.8

44
68

39.3
60.7

Number of
BRP
Attended

0
0
1

0
0
100

24
9
11

54.5
20.5
25

1
2
3 or more
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Description of Motivation Dimensions
The motivational scale used in this study was based on previous literature (Woo,
2010; Clift & Forest, 1999) and was made of 26 items that comprised six different
dimensions. These dimensions were: Gay Culture, Social Experience, Excitement, Event
Novelty, Escape, and Family togetherness. The items were asked in the format, “ I am
attending Blue Ridge Pride in Asheville, North Carolina...’Item’. For example, question
one read, “ I am attending Blue Ridge Pride in Asheville, North Carolina to get away
from the demands of life.” How much each attendee agreed with each statement when
the item was added was measured on a 5-point Likert scale from Strongly Disagree (1) to
Strongly Agree (5). The reliability of these items using Cronbach’s Alpha is .89. In
regards to mean ratings, the highest scoring item was, “For opportunities to socialize with
other LGBT individuals,” from the Gay Culture dimension, with an average of 4.29 on
the 5-point scale. This was followed closely by, “to experience gay culture,” also from
the Gay Culture Dimension which averaged a score of 4.26. The item with the lowest
average response was, “To explore sexual activity,” which also originated in the Gay
Culture dimension, with an average score of 2.36. All of the items mean scores and
alphas of the subscales are shown in Table 4. The Cronbach’s alpha ratings listed were
computed to determine the reliability of each dimension. Alpha’s for the dimensions
‘Social Experience’ (α=.75), ‘Event Novelty’ (α=.72), ‘Escape’ (α=.79), and ‘Family
Togetherness’(α=.77) all ranted high enough to deem reliable. Gay Culture (α=.55) and
Excitement (α=.58) rated lower than .70, in this study, however the studies they were
pulled from rated their reliability at .81 and .71 respectively.
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Table 6
Means, Standard Deviations and Cronbach’s Alphas of the Motivation Scale
Motivation Items (α=.89)
Gay Culture α=.55
To experience gay culture
For opportunities to socialize with other LGBT
individuals
For the night life
To explore sexual opportunities
Social Experience α=.75
To be with people who enjoy the same things I do
For the chance to be with people who are enjoying
themselves
To observe the other people attending the festival
To be with people of similar interests
Because I enjoy the festival crowds
So I could be with my friends
Excitement α=.58
Because I was curious
To experience new and different things
Because it is stimulating and exciting
To experience the festival by myself
To Relieve Boredom
Event Novelty α=.72
Because I enjoy special events
Because I like a variety of things to see and do
Because festivals are unique
Because I enjoy Pride Events
Escape α=.79
To get away from the demands of life
To have a change from my everyday social
environment
To have a change from my everyday physical
environment
To have a change from my daily routine
Family Togetherness α=.77
So the family could do something together
To do something my significant other wanted me to do
To bring my family closer together
Because I thought the entire family would enjoy it
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Mean

SD

4.26

0.89

4.29
2.96
2.36

0.91
1.16
1.36

4.33

0.83

4.33
3.96
4.16
3.75
4.12

0.76
0.97
0.93
1.16
0.94

3.09
3.90
3.98
2.63
3.10

1.23
1.02
0.9
1.40
1.31

4.18
4.18
3.92
4.21

0.82
0.80
1.01
0.87

3.22

1.27

3.85

1.03

3.50
3.64

1.14
1.077

3.13
3.10
3.24
3.13

1.22
1.29
1.16
1.21

Hypothesis 1 Analysis
Research Question 1: Do motivations to attend the Blue Ridge Gay Pride Festival
differ for attendees based on their sexual orientation and/or residence?
Hypothesis 1A: Motivations of visitors to attend the event will significantly differ
from motivations of locals to attend the event.
In order to determine whether Hypothesis 1 was supported or not, a t-Test was
used to compare the local vs. visitor mean scores for each motivation dimension to see if
any significance exists. If p< 05 there would be a significant difference in the mean
scores for that motivation dimension. Table 7 summarizes the t-Test of visitor versus
local means compared to the six motivation dimensions.
The p=values are as followed; Gay Culture: p-value was 0.48, Social Experience:
p= .56, Excitement: p=.09, Event Novelty: p=.29, Escape: p=.65, Family Togetherness:
p= .49. There was no significance in mean differences between visitors and locals for the
motivation dimensions. This means that Hypothesis 1A is not supported. Although not
significant it is important to note the dimensions that statistically rank higher with
visitors, which are: Gay Culture, Social Experience, Event Novelty, Escape, and Family
Togetherness. The only factor that did not rate higher among visitors was Excitement.
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Table 7
t-Test of Locals vs. Visitors Compared to Motivation Dimensions (N=315)
Local
(n= 156)
Std.
Mean1
Deviation
3.45
0.66

Visitor
(n=159)
Std.
Mean1
Deviation
3.47
0.76

t

p

Gay Culture
-0.24
Social
0.59
4.12
0.65
-0.61
4.08
Experience
Excitement
3.36
0.70
3.31
0.74
0.49
Event Novelty
4.08
0.60
4.13
0.69
-0.60
Escape
3.41
0.86
3.68
0.88
-2.76
Family
3.18
0.96
3.21
0.91
-0.27
Togetherness
1 Based on a scale of 1= strongly disagree, 2= disagree, 3=neutral, 4=agree, and 5=
strongly agree

0.48
0.56
0.09
0.29
0.65
0.49

Hypothesis 1B: Motivations of gay individuals to attend the event will differ from
motivations of straight individuals to attend the event.
For this hypothesis, a t-Test was used to compare the gay individuals vs. straight
individuals mean scores for each motivation dimension. The findings are presented
below in Table 8.
There was significance in mean differences between gay and straight individuals
for the motivation dimensions Gay Culture (p<.05), Social Experience (p<.05), Event
Novelty (p<.05) and Family Togetherness (p<.05). Each of these raked as higher
motivational factors for gay individuals than straight individuals. Escape also ranked
higher for gay individuals, although not significant (p=.19), while excitement ranked
higher for straight individuals, but again without any significance (p=.70). Due to there
being four significant values, Hypothesis 1B is partially supported.

48

Table 8
t-Test of Gay vs. Straight Compared to Motivation Dimensions (N=315)

Gay Culture
Social
Experience
Excitement
Event Novelty
Escape
Family
Togetherness

Gay
(n=213)
Std.
Mean1
Deviation
3.63
0.64

Straight
(n=66)
Std.
Mean1
Deviation
2.90
0.75

t

p
7.54

0.00

4.23

0.54

3.67

0.75

6.73

0.00

3.32
4.18
3.57

0.73
0.60
0.87

3.36
3.86
3.41

0.76
0.78
0.95

-0.39
3.51
1.32

0.70
0.00
0.19

3.27

0.91

2.95

0.95

2.50

0.01

1 Based on a scale of 1= strongly disagree, 2= disagree, 3=neutral, 4=agree, and 5=
strongly agree

Hypothesis 1C: Motivations of gay visitors to the event will differ from
motivations of gay locals to attend the event
Again, a t-Test was used for this hypothesis analyze whether gay visitors’
motivations to attend the event differ significantly than gay locals’ motivations, based on
their mean scores. Table 9 reveals the results of this test. The p=values are as followed;
Gay Culture: p-value was 0.64, Social Experience: p= .63, Excitement: p=.50, Event
Novelty: p=.89, Escape: p=.06, Family Togetherness: p= .73.
There was no significance in mean differences gay visitors and gay locals for the
motivation dimensions. The closest factor to reaching significance was escape (p=.06).
Therefore Hypothesis 1C cannot be supported
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Table 9
t-Test of Gay Locals vs. Gay Visitors Compared to Motivation Dimensions (n=213)

Gay Culture
Social
Experience
Excitement
Event Novelty
Escape
Family
Togetherness

Gay Locals
(n=101)
Std.
Mean1
Deviation
3.65
0.61

Gay Visitors
(n=112)
Std.
Mean1
Deviation
3.61
0.68

t

p
0.47

0.64

4.26

0.49

4.22

0.58

0.48

0.63

3.36
4.18
3.46

0.73
0.57
0.88

3.29
4.19
3.69

0.73
0.62
0.86

0.67
-0.14
-1.93

0.50
0.89
0.06

3.30

0.89

3.26

0.94

0.34

0.73

1 Based on a scale of 1= strongly disagree, 2= disagree, 3=neutral, 4=agree, and 5=
strongly agree

Hypothesis 2 Analysis
Research Question 2: Do motivations to attend the Blue Ridge Gay Pride Festival differ
based on the trip characteristics distance traveled and length of stay?
Hypothesis 2A: The strength of motivations for gay visitors will significantly differ
based on the distance traveled to attend the event.
The analysis of Hypothesis 2A was computed with a t-Test, shown in table 10, to
determine if the distance a gay individual traveled demonstrated differences in motivation
means for the six motivational dimensions. The trip characteristic Distance Traveled was
compered to the motivation dimensions, Gay Culture, Social Experience, Excitement,
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Event Novelty, Escape, and Family Togetherness and mean scores were established. The
resulting p=values are as followed; Gay Culture: p=.37, Social Experience: p= .86,
Excitement: p=.48, Event Novelty: p=.23, Escape: p=.16, Family Togetherness: p= .16.
There was no significance found for any of the dimensions so it is unclear whether
motivations differed by distance traveled. Therefore, Hypothesis 2A cannot be
supported.
Table 10
t-Test of Gay Visitors’ Distance Traveled Compared to Motivation Dimensions (n=112)
250 miles or Less
(n=90)
Std.
Mean1
Deviation
3.58
0.67

251 Miles or More
(n=22)
Std.
Mean1
Deviation
3.73
0.69

t

Gay Culture
-0.90
Social
4.22
0.58
4.23
0.55
-0.13
Experience
Excitement
3.27
0.75
3.40
0.66
-0.71
Event Novelty
4.22
0.60
4.05
0.68
1.20
Escape
3.74
0.83
3.46
0.95
1.41
Family
3.20
0.94
3.51
0.91
-1.42
Togetherness
1 Based on a scale of 1= strongly disagree, 2= disagree, 3=neutral, 4=agree, and 5=
strongly agree

p
0.37
0.90
0.48
0.23
0.16
0.16

Hypothesis 2B states: The strength of motivations for gay visitors will
significantly differ based on the length of the trip. Whether or not Hypothesis 2B is
supported was also tested via t-Test to calculate the differences in means and determine
any significance of these. Table 11 summarizes of this t-Test.
The testing found significance for one of the six motivational dimensions, Social
Experience (p=.03). Day-trippers recorded a higher mean value than those staying over
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night, which means that social experience is a higher motivating factor for day-trippers.
The remaining dimensions resulted in the following significance values: Gay Culture:
p=.09, Excitement: p=.11, Event Novelty: p=.13, Escape: p=.50, Family Togetherness:
p= .81. Again the means of the scores indicate that these are in fact motivations, however
any significant differences based on length of stay cannot be determined, for any
dimensions other than social experience, and therefore Hypothesis 2B cannot be
supported.
Table 11
t-Test Gay Visitors Length of Stay Compared to Motivation Dimensions (n=112)
Day Trip
(n=47)
Std.
Mean1
Deviation
3.49
0.65

Over Night Trip
(n=65)
Std.
Mean1
Deviation
3.70
0.68

t

Gay Culture
-1.715
Social
4.36
0.54
4.12
0.58
2.191
Experience
Excitement
3.42
0.79
3.20
0.67
1.617
Event Novelty
4.30
0.61
4.11
0.62
1.531
Escape
3.75
0.76
0.63
0.93
0.677
Family
3.23
0.90
3.28
0.98
-0.238
Togetherness
1 Based on a scale of 1= strongly disagree, 2= disagree, 3=neutral, 4=agree, and 5=
strongly agree
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p
0.09
0.03
0.11
0.13
0.50
0.81

CHAPTER FIVE
DISCUSSION AND CONCLUSION
Introduction
As special events and festivals are becoming more useful within the tourism
industry, the need to understand the attendees becomes important. Researchers have
begun to scratch the surface with explaining motivations for attendance, but more
research is needed to understand varying factors and demographics for a more holistic
view of the event tourism field. This study sought to add to the body of literature by
looking at how sexuality may influence travel and event attendance motivation, and
provide useful information to festival developers on how to better reach and understand
the gay travel market. The study used motivational factors from two previous studies to
examine what was motivating individuals to attend the festival. The event chosen for this
study was the Blue Ridge Gay Pride Festival held in Asheville, North Carolina. By
studying this event researchers and practitioners can begin to understand the gay
consumer, who has proven to be a lucrative market segment.
This final chapter will present a review and discussion of the findings, followed
by practical implications, recommendations for future research, and a final conclusion
Discussion of the Findings and Implications

The information presented in Chapter Four provides an analysis of Blue Ridge
Gay Pride Festival attendee motivation. According to the current literature, event
tourism is steadily becoming a means of improving economic development, community
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building, and social awareness (Carpenter, 1998, Markwell, 2002). In order to properly
attract and serve event attendees their motivations need to be understood. Motivation
studies have looked at events from various viewpints, however the influence of sexuality
on motivations has not been examined since Hughes (2002) found that it does indeed
influence gay travel behavior. The purpose of this study was to determine what
motivated individuals to travel to attned the Blue Ridge Gay Pride Festival.
In the description of the sample, key features about the market segment are
brought to light. Although a small margin exists, half of the attendees were visitors to the
Ashville area. This shows the importance of studying the overlap of events and tourism
as they can work together to reach goals. It was also found that the majority of attendees
were female. Unique to this study was the option to identify ‘Other’ as ones sex. This
option was selected by attendees which is something festival and travel promoters need to
be aware of in order created an environment were all can feel welcomed to their event.
For example, providing restroom options that are gender neutral could eliminate some
uncomfortable situations. The event appealed to all age groups, with no one age group
dominating the results. As for income, although the majority of the respondents were
concentrated between $20,000-60,000, 15% of the attendees made over $60,000 with 9%
of that making over $100,001. This supports much of the research that speaks of the
lucrative “pink dollar,” which is spending power of the gay community ( (BBC News,
1998). The event seemed to be dominated by groups of four or more people, followed by
couples, which can be attributed to the socialization attraction of events.
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The trip characteristics tell us useful information as well. Most of the gay visitors
(29.1%) were traveling from a distance of 100 miles or less. The majority of the gay
visitors had been to Asheville, North Carolina before, but this was their first experience at
Blue Ridge Gay Pride. This can be used to target those who frequent Asheville as a
destination.
Hypothesis 1 used three different t-Tests to look at motivations. Hypothesis 1A
compared all other local attendees to all of the visiting attendees to determine any
significant differences. There were no significant differences found from this t-Test For
Hypothesis 1A, the motivation dimensions all ranked higher than 3 on the Likert scale,
which indicate these motivations do apply to all attendees regardless of whether they
were visitors or locals. Festival and travel providers can use the ranking of the
motivations based on mean scores to see what is most important to each group. For
locals, the motivational dimensions ranks in order of importance were; (1) Social
Experience and Event Novelty tied, (3) Gay Culture, (4) Escape, and (5) Excitement. For
visitors, the motivation dimensions in order of importance were; (1) Event Novelty, (2)
Social Experience, (3) Escape, (4) Gay Culture, and (5) Excitement. For both groups,
social experience and event novelty were the most motivating factors. Therefore, special
attention should be given to providing a unique experience, with opportunities for
socializing and interacting.
Hypothesis 1B was tested via t-Test to look at gay individuals’ motivations
compared straight individuals’ motivations to attend the event. Significant differences
were found in four of the six motivation dimensions, which led to this hypothesis being

55

partially supported. Gay Culture, Social Experience, Event Novelty, and Family
Togetherness were all significantly higher motivators for gay individuals than straight
individuals. When looking to specifically draw in gay individuals, again, social
experiences and event novelty should be accounted for in planning by providing new and
innovative opportunities that allow chances for mingling. This could include group
activities, and having space away from the main stage and musical performances to allow
for conversation. Gay Culture was also a significant motivator for gay individuals, which
may be inherent in gay events, however should not be taken for granted in planning.
Ensuring that gay pride is properly established and represented at these events by having
proper gay-friendly sponsors, making sure all workers at the event have diversity
training, and preparing for possible protesters are all factors in insuring the strength of the
gay culture of the event. Lastly, for hypothesis 1B, family togetherness was determined
to be significantly higher for gay individuals. For event developers, having an area that
appeals to families, such the Blue Ridge Pride’s “Youth Pride,” zone could provide the
opportunity for family togetherness. This area could be dedicated to games and activities
for children and adults, and provide resources and information specifically for families.
Hypothesis 1C again used a t-Test to compare gay locals vs. gay visitors. Here no
significance was found for any other the motivation dimensions, and the hypothesis was
not supported. Escape was the closest dimension to be significant with p=.06. Again,
looking at the rankings of the mean scores would help prioritize planning efforts for event
producers. For both gay locals and gay visitors the motivation dimensions ranked, from
most motivating to least were; (1) Social Experience, (2) Event Novelty, (3) Escape, (4)
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Gay Culture, (5) Excitement, and (6) Family Togetherness. These rankings could be used
as a baseline to start planning events to draw in local as well as visiting gays.
Research Question 2 asked: Do motivations to attend the Blue Ridge Gay Pride
Festival differ based on trip characteristics such as distance traveled and length of stay?
This was developed from findings in the literature that stated gay men and women have
to seek out ‘safe places’ and that tourism activities are extensions of the need and desire
to get away (Valentine, 1995, Hughes, 2002). This question sought to explore more in
depth is visitors who traveled further and spent more time in Asheville, were in fact
seeking more or less than other visitors. Hypothesis 2A: The distance a gay visitor
traveled to attend the event will cause the strength of motivations to significantly differ
from each other. The response categories were collapsed into two groups, (1) 250 miles
or less and (2) 251 Miles or More, in order to account for sample size. These two groups
were then compared by a t-Test. None of the motivation dimensions were found to
significantly different from one another based on distance traveled. However, by
looking at the mean scores we can see that in order of importance the dimensions for
those traveling less than 250 Miles are (1) Social Experience and Event Novelty (tired),
(3) Escape, (4) Gay Culture, (5) Excitement and (6) Family Togetherness. This may
speak to a lack of unique events that are hosted within a close proximity of Asheville’s
boarders. This presents an opportunity for event providers to host events outside of
Asheville, in smaller, neighboring cities and towns as a way to reach out.
A similar look at visitors who traveled 250 miles or more to attend the event can inform
us of their priorities as well. For this group the dimension ranked (1) Social Experience
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(2) Event Novelty, (3) Gay Culture, (4) Family Togetherness, (5) Escape, and (6)
Excitement.
Hypothesis 2B tested whether the length of a gay visitors trip presented any
significant differences in the strength of motivation dimensions. Studies have shown that
although all tourist face risk while traveling, there may be additional risks that gay people
consider which leads to a greater emphasis on the desire to escape and the need for safety
(Hughes, 2002). As it is argued that homosexuals are only allowed to be gay in specific
spaces and places, and when these places are discovered they are likely to spend more
time there (Pritchard et al, 2000). The response options were again collapsed into two
sections to provide more appropriate sample size and analysis. These were day trip, or
those who did not spend any nights in Asheville, and overnight visitors, or those who
spent at least one night in Asheville. Social Experience (p= .03) was a significantly
higher motivator for those visitors on a day trip. This finding can be used to understand
and provide for day-trippers, in ways that ensure opportunities for socializing are
available during mid-day when day-trippers are most likely to be in attendance.
These findings and implications can be used by the area and event producers to
understand what is motivation this market. This will help determine planning, and
implementation of what products and services to provide in order to host a successful
event.
Limitations
This study was limited in three main areas. First, the lack of prior research in this
area led to the modification of the survey instrument to collect data that could have
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skewed the results. The cross-sectional nature of the study may inhibit the
generalizability of the results. Because this was a one-day event, looking at gay and
straight individuals and a gay event, true motivations for general travel and event
attendance may have been missed. Lastly, the sample size was relatively low for
generalization purposes. Therefore, these findings may not be able to be used to explain
motives of all people at all gay pride festivals.
Future Research
As mentioned in the limitations, there currently is a limited amount of research on
this specific topic, which presents the opportunity for numerous future research topics.
Future research topics that have been discovered based on the findings of this study
include, the development of motivation dimensions using both qualitative and
quantitative methods that account for the gay community as a whole, as oppose to the
motivations found for just gay men that was used in this study. Motivations of gay
individuals to attend a non-gay event should be examined as well as motivations of gay
men vs. lesbians, as this study was predominantly representative of lesbians. Another
area of interest would be to compare various gay events that differ in certain variables,
such as location, time of year, etc, to see how those factors may impact motivations. A
useful finding of this study was the high amount of groups in attendance. This may speak
to another form of gay space that is created with ones social group rather than a physical
place, and should be examined more closely. Lastly, for gay event providers, it would be
useful to study the expectations and satisfaction of the event to ensure they are properly
producing the event, as well as the monetary impact of these events.
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Conclusion
This study was designed to explore what motivates the gay and lesbian
individuals to attend events. The literature states that sexuality does influence
motivations, however, not much research has been completed on it within the event and
tourism fields. This study used previous findings of Woo (2010) and Clift and Forest
(1998), to develop an instrument that would measure the question posed. Responses
were gathered at the Blue Ridge Gay Pride Festival in Asheville, North Carolina on
October 6, 2013. Findings were analyzed using t-Tests, to address the research questions
and gain a better understanding of attendees. It was found that differences do exist in
motivations mainly based on sexuality. Difference also exist based on how far gay
visitors travel, and how long gay visitors stay in the area. This will help lead to a more
comprehensive understanding of the gay event travel market, however the need for more
examination on this topic is indicated by this study. These findings also present
opportunities for practical implications that can be used to by event managers to create
and market events.
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Appendix A: Survey Instrument
Motivations to Attend the Blue Ridge Pride Fesival
in Asheville, North Carolina
Strongly Agree

Agree

Neutral

Disagree

Strongly
Disagree

Please rate how strongly you agree or disagree
with each of the following statements by placing
a mark in the appropriate box:

I am attending Blue Ridge Pride in Asheville,
To get away from the demands of life
To experience gay culture
To be with people who enjoy the same things I do
To experience new and different things
To have a change from my everyday social environment
Because I thought the entire family would enjoy it
Because festivals are unique
For opportunities to socialize with other LGBT individuals
To observe the other people attending the festival
To relieve boredom
Because I enjoy Pride Events
To bring my family closer together
For the night life
To have a change from my everyday physical environment
So I could be with my friends
To explore sexual opportunities
To have a change from my daily routine
For a chance to be with people who are enjoying themselves
Because I enjoy special events
To do something my significant other wanted me to
To be with people of similar interest
Because I enjoy the festival crowds
Because I was curious
Because it is stimulating and exciting
To experience the festival by myself
Because I like the variety of things to see and do
So the family could do something together

How satisfied are you with your experience at Blue Ridge Pride? (Mark One)
Very
Slightly
Slightly
Dissatisfied Dissatisfied Dissatisfied
Neutral
Satisfied
Satisfied

62

Very
Satisfied
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Appendix B: IRB Approval Letter
To Dorothy Schmalz <schmaltz@clemson.edu>,
Denise Adams <daadams@clemson.edu>
From Nalinee Patin <npatin@clemson.edu>
Subject Validation of IRB2013-308: Blue Ridge Pride Festival in Asheville, NC
Dear Dr. Schmalz,
Body:
The Clemson University Office of Research Compliance (ORC) reviewed the
protocol identified above using exempt review procedures and a determination
was made on October 4, 2013 that the proposed activities involving human
participants qualify as Exempt under category B2, based on federal regulations
45 CFR 46. This exemption is valid for all sites with a research site letter on file.
Your protocol will expire on May 31, 2014.
The expiration date indicated above was based on the completion date you
entered on the IRB application. If an extension is necessary, the PI will have to
submit an Exempt Protocol Extension Request form,
http://www.clemson.edu/research/compliance/irb/forms.html, at least three
weeks before the expiration date. Please refer to our website for more
information on the new procedures,
http://www.clemson.edu/research/compliance/irb/guidance/reviewprocess.html.
No change in this approved research protocol can be initiated without the IRB’s
approval. This includes any proposed revisions or amendments to the protocol or
consent form. Any unanticipated problems involving risk to subjects, any
complications, and/or any adverse events must be reported to the Office of
Research Compliance (ORC) immediately. All team members are required to
review the “Responsibilities of Principal Investigators” and the “Responsibilities
of Research Team Members” available at
http://www.clemson.edu/research/compliance/irb/regulations.html.
The Clemson University IRB is committed to facilitating ethical research and
protecting the rights of human subjects. Please contact us if you have any
questions and use the IRB number and title in all communications regarding this
study.
Good luck with your study.
All the best,
Nalinee

Appendix C: Site Approval
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To Denise Adams <daadams@clemson.edu>
From Jenn Cournoyer <drjenn@drjennashevill.com>
Subject Research Project
Body: Hello Denise,
Congratulations! I am happy to inform you that the Blue Ridge Pride voted
unanimously to allow you to host your research project during our Pride Festival
on October 5th with the addition of the demographic questions. We will have a
space available for you with our information booth during the day of the event.
Please let us know if there is anything in particular you need for that day. Thank
you.
In health and love,
Dr Jenn

65

REFERENCES

(2013). A Survey of LGBT Americans: Attitudes, Experiences and Values in Changing
Times. Pew Research Center.
Albo, M. (201013-January). Gayest Cities in America. Retrieved 2013 йил 24-March
from Advocate: http://www.advocate.com/travel/2010/01/13/gayest-cities-america
(2013). Asheville Accolades & Media Praise. Asheville: ExploreAsheville.com.
(2012). Asheville Area Tourism Research. Asheville: Asheville Convention and Visitors
Bureau.
Atlanta Launches New Campaign Aimed at Gay Tourist. (2002 йил 17-May). Savannah
Now .
Bell, D. J. (1991). Insignificant Others: Lesbian and Gay Geographies. The Royal
Geographical Society , 23 (4), 323-329.
Bell, D., & Binnie, J. (2004). Authenticating Queer Space; Citizenship, Urbanism and
Governance. Urban Studies , 41 (9), 1807-1820.
Bell, D., & Valentine, G. (1995). Mapping Desire: Geographies of Sexualities. New
York: Routledge.
Binnie, J., & Klesse, C. (2011). 'Because it Was a Bit Like Going to an Adventure Park':
The Politics of Hospitality in Transnational Lesbian, Gay, Bisexual, Transgender and
Queer Activist Networks. Tourist Studies , 11 (2), 157-174.
Brown, M. (2013). Gender and Sexuality II: There goes the Gayborhood? Progress in
Human Geography , 1-9.
Browne, K. (2006). Challenging Queer Geographies. Antipode , 885-893.
and Lesbian Review , 7 (2), 26.
Campbell, K. E. (2007). Creating the Land in the Sky: Tourism and Society in Western
North Carolina by Richard D. Starnes. Journal of Social History , 41 (1), 222-224.
Clift, S., Luongo, M., & Callister, C. (2002). Gay Tourism: Culture, Identity and Sex.
New York: Continuum.
Community Marketing Research. (2012/2013). Gay and Lesbian Travel Directory. San
Francisco, CA: Community Marketing Inc.

66

Coon, D. R. (2012). Sun, Sand, and Citizenship: The Marketing of Gay Tourism. Journal
of Homosexuality , 59 (4), 511-534.
Crayton, L., & Talley, H. (2011 19-July). Gay is the New Local. Retrieved 2013 22March from Mountain Xpress: http://www.mountainx.com/article/3982/Gay-is-the-newlocal.
Crompton, J. L. (1979). Motivations for pleasure vacation. Annals of Tourism Research ,
6 (4), Motivations for pleasure vacation.
Demos, E. (1992). Concern for Safety . A Potential Problem in the Tourism Industry.
Journal od Travel and Tourism Marketing , 81-88.
Doan, P. L., & Higgins, H. (2011). The Demise of Queer Space? Resurgent
Gentrification and the Assimilation of LGBT Neighborhoods. Journal of Planning
Education and Research , 3 (1), 6-25.
Edsall, N. C. (2003). Toward Stonewall : homosexuality and society in the modern
western world. Charlottesville: University of Virginia Press.
Ersoy, G. K., Ozer, S. U., & Tuzunkan, D. (2012). Gay Men and Tourism: Gay Men's
Tourism Perspectives and Expectations. Social and Behavioral Sciences , 41, 394-401.
Faiman-Silva, S. L. (2009). Provincetown Queer: Paradoxes of Identity, Space, and
Place. Journal of Tourism and Cultural Change , 7 (3), 203-220.
Getz, D. (2008). Event Tourism: Definition, evolution, and research. Tourism
Management (29), 403-428.
Giampolo, A. (2013 20-March). Getting the History Straight on GPTMC's Gay Tourism
Campaign. Philidelphia Business Journal.
Gotham, K. F. (2002). Marketing Mardi Gras: Commodification, Spectacle and the
Political Economy of Tourism in New Orleans. Urban Studies , 39 (10), 1735-1756.
Graefe, A., & Sommez, S. (1998). Determing future travel behavior from past travel
experience and perceptions of risk and safety. Journal of Travel Research , 171-183.
Guaracino, J. (2011). Gay and Lesbian Tourism: A Guide for Marketing. Burlington,
MA: Routledge.
Guaracino, J. (2007). Gay and Lesbian Tourism: The Essential Guide for Marketing.
Burlington, MA: Elsevier Ltd.

67

Hall, C. M. (1992). Becoming a World Class City. In Hallmark Tourist Events. Whitson
and Macintosh.
Higgins-Desbiolles, F. (2006). More that an "Industry": The Forgotten Power of Tourism
as a Social Force. Tourism Management , 27, 1192-1208.
Holcomb, B., & Luongo, M. (1995). Gay Tourism in the United States. New Brunswick.
Hughes, H. L. (2005). A Gay Tourism Market. Journal of Quality Assurance in
Hospitality and Tourism , 5 (2), 57-74.
Hughes, H. L. (2006). Lesbians as Tourist: Poor Relations of a Poor Relation. Tourism
and Hospitality Research , 7 (1), 17-26.
Hughes, H. L. (2003). Marketing Gay Tourism in Manchester: New market for uban
tourism or destruction of 'gayspace'? Journal of Vacation Marketing , 9 (2), 152-163.
Hughes, H. L. (2006). Pink Tourism: Holidays of Gay Men and Lesbians. Cambridge:
CAB International .
Hughes, H., Monterrubio, J. C., & Miller, A. (2010). 'Gay' Tourist and Host Community
Attitudes. Food and Tourism Management , 774-786.
Iso-Ahola, S. (1982). Toward a social psychological theory of tourism motivation: A
Rejoinder. Annals of Tourism Research , 9 (2), 256-262.
Ivey, P. (2008 23-July). South Carolina's 'so gay' travel ad upsets state officials. USA
Today.
Jervey, G. (2005 28-August). A Southern City Rolls Out Its Welcome Mat. The New York
Times , K11.
Johnston, L. (2005). Queering Tourism: Paradoxical Performances at Gay Pride
Parades. New York: Routledge.
Markwell, K. (2002). Mardi Gras Tourism and the Construction of Sydney as an
International Gay and Lesbian City. GLQ: A Journal of Lesbian and Gay Studies , 8 (12), 81-99.

Meem, D. T., Gibson, M. A., & Alexander, J. F. (2010). Finding Out: An Introduction to
LGBT Studies. Los Angeles: Sage.

68

Menlian-Gonzalez, A., Moreno-Gil, S., & Arana, J. E. (2010). Gay Tourism in a Sun and
Beach Destination. Tourism Management , 32, 1027-1037.
Morgan, N. J., & Pritchard, A. (2005). Promoting Niche Tourism Destination Brands:
Case Study of New Zealand and Wales. Journal of Promotion Management , 12 (1), 1732.
Murray, D. A. (2007). The Civilized Homosexual: Travel Talk and the Project of Gay
Identity. Sexualities , 10 (1), 49-60.
N.Y. Launches Campaign to Attract Gay Tourist. (2013 йил 13-June). The Journal News.
New Visitation and Tourism Impact Numbers for Philadelphia. (2010 18-May). Retrieved
2010 10-November from PRNewswire: http://www.prnewswire.com/news-releases/newvisitation-and-tourism-impact-numbers-for-philadelphia-94119034.html
O'Barr, W. M. (2012). Sexuality, Race, and Ethnicity in Advertising. Advertising &
Society Review , 13 (3).
Pride, B. R. (2009). Blue Ridge Pride Facebook Page. Retrieved 2013 20-June from
Facebook.com: https://www.facebook.com/pages/Blue-Ridge-Pride/
Pritchard, A., & Morgan, N. J. (2002). Constructing Tourism Landscapes- gender,
sexuality and space. Tourism Geographies , 2 (2), 115-139.
Pritchard, A., Morgan, N. J., & Sedgely, D. (1998). Reaching Out to the Gay Tourists:
Opportunities and Threats in an Emerging Market Segment. Tourism Management , 273282.
Pritchard, A., Morgan, N. J., Sedgley, D., Jenkins, A., Aichison, C., & Jordan, F. (1998).
Gay Tourism Destinations: Identity, Sponsorship and Degaying. Lesiure Studies
Association . Eastbourne, UK.
Pritchard, A., Morgan, N. J., Sedgley, D., Khan, E., & Jenkins, A. (2000). Sexuality and
holiday choices: conversations with gay and lesbian tourists. Leisure Studies , 19, 267282.
Puar, J. K. (202). Circuts of Queer Mobility. Tourism, Travel and Globalization , 8 (1-2),
101-137.
Roth, T. (2012). Community Marketing and Insights 2012 LGBT Travel Survey. San
Francisco.

69

Rushbrook, D. (2002). Cities, Queer Space, and the Cosmopolitan Tourist. A Journal of
Lesbian and Gay Studies , 8 (1), 183-206.
Sawyer, K. (2010). We, "Your People": Gay Tourism, Nation and Philidephia's Changing
Urban Landscape". American Studies Associatation. San Antonio.
Spade, J. Z., & Valentine, C. G. (2008). The Kaleidoscope of Gender: Prisms, Patterns,
and Possibilities. Thousand Oaks, CA: Pine Forest Press.
(2012). Tourism Builds Community. Asheville: Buncombe County Tourism Development
Authority.
Valentine, G. (1995). Out and About: Geographies of Lesbian Landscapes. Cambridge:
Blackwell Publishers.
(2010). Visitor Volume. Asheville: Asheville Convention and Visitors Bureau.
Waitt, G., Markwell, K., & Gorman-Murray, A. (2008). Challenging Heteronomativity in
tourism studies: locating progress. Progress in Human Geography , 781-800.
Watson, G. (1994). INTERPRETATIONS OF TOURISM AS COMMODITY. ANNALS
OF TOURISM RESEARCH , 643 - 660.
Watson, J. (2004). Tourism chiefs are out to target pink pound. Business Insights , 6, 9.
WTO. (2004). About the World Tourism Organization. Retrieved 2013 27-April from
World Tourism Organization: www.world-tourism.org/eng/menu.html

70

